Small and Medium-sized Enterprises (SMEs) in developing countries are still constrained to seize the opportunity of trade liberalization as compared to their large counterparts. It has been argued that effective efforts to foster SME export require clear understanding of the factors that stimulate them to export. This study investigates the export stimuli of 385 Indonesian SMEs at different export stages (pre-exporting and exporting) and different internationalization pathways (domestically established exporter and born-global SMEs). Three types of export stimuli are consistently identified as the most important in all sub-samples: the presence of foreign buyers, the confidence in the products and the aspiration to find alternative markets. By contrast, two types of export stimuli are consistently found as the least important in all sub-samples: government support and Indonesian diaspora communities. The academic and policy implications of the findings are discussed. Keywords: Export Stimuli; Small And Medium-Sized Enterprises (SMEs); Stages Of Exporting; Internationalization Pathways; Born-Global Enterprise; Indonesia
Introduction
The fall in trade barriers, spurred by declining transportation and communication costs, forces local firms to compete with cheap imported products but
The benefits of trade, however, are not earned equally among countries and enterprises. Despite the growing importance of developing countries in the world trade, 34 OECD member states still accounted for 56%-60% of world merchandise export during -2015 (ITC 2016 . At the business entities level, large enterprises appear to be more prepared to seize the trade opportunity than Small and Medium-sized Enterprises (SMEs). For example, in the mid-2000s SMEs in the US, Switzerland, the Netherlands, United Kingdom, China, and Japan contributed only between 30%-38% of their respective national exports (Hammer & Stamps 2010) .
SMEs' modest contribution to export is even more prevalent in developing countries. For example, SMEs in ASEAN on average accounted for only 23% of total export (Wignaraja 2012) . In Indonesia, despite being a major source of GDP growth and job creation, SMEs' share in total non-oil and gas export is meagre at 9.3%. Indonesian SMEs' poor export performance persists despite various assistances launched by the government, including general assistances (such as access to credit and technical and managerial trainings) as well as specific export-related assistances (such as trade promotion, business matching and training in export procedures) (ter Wengel & Rodriguez 2006).
It has been argued that effective export assistances require, amongst other things, clear understanding of the factors that stimulate SMEs to export (export stimuli) (Acedo & Galán 2011 , Katsikeas 1996 , Lautanen 2000, Leonidou 1995) . A good understanding of export stimuli may help the government defining appropriate intervention strategies and types of assistances for SMEs in different stages of export activity (i.e. potential exporter, new exporter, sporadic or regular exporter) (European Commission 2007). For example, the government's understanding of export stimulating factors will be helpful in the screening and selection of SMEs with export potential (Sari, Alam & Beaumont 2008) or in improving the export performance of the current exporters (i.e. increasing export sales, export continuity or market expansion) ( Despite extensive studies on SMEs export stimuli, there are at least three areas of research that may further enrich the extant literature. First, previous empirical studies on SMEs' export stimuli have been conducted mostly to SMEs with export activity experience (i.e. active exporter or exported in the past) (see for example Acedo & Galán 2011, Bianchi & Wickramasekera 2016) but neglected the pre-export stage, with the exception of Lautanen (2000) and Leonidou (1995) . According to Leonidou (1995) , the conceptualization of stimulating factors at pre-export stage is crucial because firms tend to be fragile in their decision to initiate or attempt to export. and Oviatt & McDougall (2005) . The traditional pathway of internationalization suggests that firms would take small incremental, gradual and sequential steps in increasing their engagement in international activities (Johanson & Vahlne 1977 , 1990 . Therefore, many firms consider venturing abroad only after establishing their business in domestic market. However, in recent years more and more firms, including small firms, already have international orientation since their establishment and therefore take a very short time to become internationalized (Chetty & Campbell-Hunt 2004) . This may indicate the presence of international new ventures (INV) or born global firms. INV is defined as a business organization that can build competitive advantage from the optimal use of its resources and sale of products in multiple countries since its inception (Cavusgil & Knight 2009 , Oviatt & McDougall 1994 .
Third, to the extent of our knowledge there has been neither study of export stimuli with reference to Indonesian SMEs in particular nor Indonesian firms in general. Hence, evidences from Indonesia may help enhance our knowledge on the internationalization process of SMEs in an emerging country that face rapid changes in the international trade environment and policy due to country's involvement in various free trade agreements (FTAs) 1 .
In response to those shortfalls in the extant literature, this study aims to investigate the export stimuli of Indonesian SMEs. In particular, this study aims to identify the main factors stimulating Indonesian SMEs to initiate export (pre-export stage), to sustain and develop export (exporting stage), and to become exporter early after establishments (bornglobal SMEs). The remainder of the paper is organized as follows. The next section reviews the literature on export stimuli with specific emphasize on SMEs. This is followed by a section that outlines the research method and the data sources.
The following two sections present and discuss the empirical results. The final section concludes with summary of the findings, implications and direction for further research.
Literature Review
Export stimuli can be broadly defined as factors that influence a firm's decision to initiate, sustain or develop export operations (Leonidou 1995 , Morgan 1997 ). However, various terms have been used in the literature to collectively describe the forces that push or enhance firms' engagement in export activities including; export stimuli, export motivating factors, export drivers, export incentives, facilitating factors, initiating and auxiliary factors, and export attention evokers (Morgan 1997 However, extant literature diverges in the conceptualization and typology of export stimuli (see Table  1 ). For example, one common typology is the division of export stimuli originating from internal to the firm and those coming from the firm's external environment (Simpson & Kujawa 1974 , WiedersheimPaul, Olson & Welch 1978). The internal export stimuli factors include unique competence and excess capacity in management, marketing, production, or finance resources while the external export stimuli factors include arbitrary orders from foreign customers, foreign market opportunities, domestic competition and export stimulation supports from the government.
Another proposed framework is the differentiation of export stimuli according to their proactive or reactive nature (Leonidou 1988 , Pieray 1981 . A typical proactive exporter is an aggressive firm that deliberately seeks, identifies and exploits export opportunities, for whom exporting is an important source of growth. In contrast, reactive exporters are associated with firms that initiate exporting by accident in response to unsolicited orders or that sell abroad to vent for surplus capacity.
Export stimuli can also be differentiated according to the factors that drive a firm's decision to initiate exporting (pre-export stage) and those related to ongoing export decisions (exporting stage) (Morgan & Katsikeas 1997) or between export stimuli that motivate firms to begin and continue export activities and those that influence export behavior and performance (Acedo & Galán 2011) . Alternatively, the distinction can be made between export stimuli of the traditional (domestically-established) exporters and those driving the born-global firms.
Other authors suggested a more detailed classification of export stimuli. For example, the internal/external and proactive/reactive dichotomies can be integrated into a four cells classificatory matrix: proactive-internal, proactive-external, reactive-internal and reactive-external (Leonidou 1995 , Morgan 1997 ). The OECD (2009) proposed the following four export stimuli categories: growth motives, knowledge-related motives, network/social ties and domestic/regional market factors. Leonidou et al. (2007) suggested further breakdown of internal and external stimuli, with internal stimuli to include human-resources-related, financial, production-related, research and developmentrelated and marketing-related stimuli, and external stimuli to include domestic market-related, foreign market-related, home government-related, foreign government-related, intermediary-related, competition-related, customer-related and miscellaneous stimuli.
Table 1 also shows that the empirical studies on export stimuli have yielded mixed results. Export stimuli were reported to differ across countries, industries and firm size. Hence, instead of strict adoption of particular export stimuli preconceptions, some authors opted to use an exploratory approach to analyze export stimuli. In an exploratory study, the researcher prepares a set of specific items/statements with each representing a specific export stimulus concept identified from literature or from pre-study or focus group discussion. Factor analysis technique reduces the items into several factors that each represents a latent export stimulus dimension. For export stimuli analysis with this method, see for example Liargovas & Skandalis (2008) and Leonidou (1998) .
Despite the extant literature's rich conceptual discussions and empirical evidence on export stimuli, previous studies have explored more cases of firms in developed countries, but are still short of evidence of firms in developing/emerging countries. In particular, none of them refers to Indonesian firms or SMEs. The extant literature also puts more emphasis on the export stimuli of large firms but puts little effort in SMEs' export stimuli. Finally, most of the previous studies on export stimuli focused on either the pre-exporting stage or the exporting stage but there is limited study that made direct comparisons of export stimuli between the two stages in similar settings (comparison of export stimuli of nonexporting and exporting firms in the same country, firm size and period of analysis).
Method
This study focuses on small-sized and medium sized enterprises and excludes micro-sized and large-sized enterprises 2 . BPS-Statistics Indonesia (2014a) defines small-sized enterprises as those having 5-19 employees and medium-sized enterprises are those with 20-99 employees. The sample of SMEs was collected through a survey questionnaire conducted in seven provinces in Jawa, Bali and Madura Islands during April-August 2014 3 .
The sample frame was constructed by merging the databases of SMEs from: (1 . This imbalanced SMEs' distribution largely reflects the economic agglomeration pattern in Indonesia that causes economic activity to be largely concentrated in those three closely related islands. The three islands consist of only seven provinces and constitute only 7.07% of the country's total land area but are inhabited by 57.5% of the country's total population and generate over 58% of the country's total GDP/value added (BPS-Statistics Indonesia 2014b). Hence, the target population of this study is the SMEs that operate in seven provinces in Java, Madura, and Bali islands. The three islands also have better transportation and communication infrastructure than the rest of the country, allowing better access to survey a large number of SMEs that are spread throughout the islands within the time and budget constraints.
To capture SMEs' internationalization processes and determinants, it is important that our study sample consist of SMEs in different export stages including exporting SMEs and non-exporting SMEs.
Madura Islands. As of 2013, the seven provinces generated over 58% of total GDP, inhabited by 57.5% of total population and populated by approximately 60% of total SMEs in Indonesia (BPS-Statistics Indonesia 2014b). 4 Online promotion at the website of Ministry of Cooperatives and SMEs, http://www.indonesian-products.biz. 5 The catalogue provides SMEs products description and contacts in four languages (English, Arabic, Japanese, and Indonesian) and published annually as part of the ministry's promotion program (Ministry of Cooperatives and SMEs Republic of Indonesia 2011, 2012). 6 A directory book that lists of all SMEs participated in inter- The survey targeted at least 192 samples (half of the total calculated sample size of 384) for each exporting and non-exporting SME category (see Figure 2) 8 . In addition, the total sample size is expanded by approximately 25% to increase the sample sufficiency. However, stratified sampling was not applicable because the export status (exporter or non-exporter) of most SMEs in the sample frame was mostly unknown prior to the survey. Therefore, a quota random sampling method was used in which the sampled SMEs were drawn randomly from the sample frame and then classified according to their export status (exporter or non-exporter) after the questionnaires were administered. The procedure was repeated until each SMEs' export status category (exporter and non-exporter) was filled.
A total of 522 SMEs agreed to participate in the survey in which the interview was conducted to SMEs' owners or managers. A total of 385 responses were useable, consisted of 271 exporting SMEs and 114 aspiring-exporters. The non-useable questionnaires were due to incomplete responses or from nonexporting SMEs that declared themselves as having no intention to export.
The survey was administered in April-August 2014. During the survey period, we contacted and approached 971 SMEs, 522 of which were willing to participate in the survey (a response rate of 53.76%). 449 SMEs refused to participate in the survey, had shut down the business or changed the number of employees beyond the 5-99 range. Of the 522 returned questionnaires, 497 were usable while 25 were unusable due to incomplete responses. The usable responses consisted of 271 8 The population of SMEs in the study area (N) is approximated to be around 407,049 (approximately 60% of the total Indonesian SME population of 678,415). Owing to this large size of the target population, the sample size (n) is not expected to exceed 5% of the population (less than 20,352 SMEs) due to time and budget constraints. Hence, the following sample size formula for an infinite population is appropriate ( 
, where n is the sample size; Z ∝/2 Z ∝/2 Z ∝/2 is the value of the two-sided confidence interval in normal distribution, δ represents the variation of the variable of interest and MOE is the desired margin of error. Assuming that Z ∝/2 Z ∝/2 Z ∝/2 = 1.96 (corresponds to a 95% confidence interval), response distribution σ = 0.5, MOE = 0.05, and N = 407,049, the calculated sample size is 384. However, the sample size was increased by at least 20% (to at least a total sample of 461) to anticipate insufficiency and incomplete responses.
exporting SMEs and 226 non-exporting SMEs and therefore the targeted total sample size and the specified quota were fulfilled. Further, within the 226 non-exporting SMEs category, there were 114 SMEs with the intention and plan to export (aspiringexporters) and the other 112 had no intention to export in the future, which added more variation to the sample collected.
The large number of responses were obtained from two most industrialized provinces (122 from Jawa Timur and 84 from Jakarta) and two provinces of important tourist destinations (58 from Yogyakarta and 52 from Bali), while the remaining 69 responses were obtained from Banten, West Java, and Central Java Provinces. In terms of products, 66 SMEs in the sample produce more than one type of merchandises, while the remaining 319 SMEs produce one of the following merchandises: furniture, handicraft, garments, household utensils, leather products, fashion accessories, food and beverages, agricultural products and machinery components. Table 2 shows the surveyed SMEs' age ranges from 1 year (newly established firm) to 82 years and the number of employees ranges from 5 to 99. The SME owners' age ranges from 19 to 81-yearold and the owners' business experience ranges from 2 to 50 years. The last two columns in Table 2 show that the firm and owner characteristics of the exporters differ considerably to those of aspiringexporters. In terms of firm characteristics, exporters on average are more experienced and have more employees (larger in size) than aspiring-exporters. Likewise, in terms of owner characteristics the owners of exporting SMEs on average are older and have longer business experiences than aspiringexporter owners.
Interestingly, we found that the timing to begin exporting vary greatly across exporters, ranging from zero (internationalizing within less than one year after inception) to 44 years after establishments. Rennie (1993) defines born global firms as those which begin to export within two years of establishment, while Cavusgil & Knight (2009) argued that born-global firms are those who have already made at least twenty five percent of sales from foreign markets within three years of establishment. In our sampled SMEs, 81 exporting SMEs internationalized within three years or less after inception while other 191 exporting SMEs took more than three years after establishments to internationalize.
Data for analysis was obtained by a structured questionnaire comprising 22 specific export stimulus types/statements developed from the literature. Table 3 shows that the 22 export stimuli items incorporate three export stimuli typologies including those based on external-internal, proactive-reactive and OECD's typology (Leonidou 1995 , Morgan 1997 , OECD 2009 ). Hence, S1-S5 represent the growth stimuli while S6-S11 include the knowledgerelated stimuli and S12-S15 are related to the network/social-ties stimuli. Further, S16-S22 represent export stimuli related to domestic condition including two stimuli that are directly related to the role of government: S18 and S22. In S18, the respondents were asked whether they have ever received any type of assistance provided by central, provincial and municipal governments agencies including promotional, business management, financial and production assistance. In S22, the respondents were asked whether they were motivated to export by government's effort to simplify domestic regulations and procedures regarding export activities.
In the survey, the respondents were asked to identify the extent to which each export stimulus item motivates them to export in a three-point Likertscale. The Likert-scale ranges from "not motivating" (response alternative 1), "motivating" (response alternative 2) to "very motivating" (response alternative 3) 9 . The Likert-scale responses of the export stimuli items are analyzed as follows. First, we rank the 22 export stimulus items by their average Likert response scores to identify the main factors that stimulate SMEs to export. A high average Likert score of an export stimulus item represents the high importance of that type of stimulus in moti- We also investigate the main export stimuli for different SME groups/sub-samples. First, we compare aspiring-exporters and exporters' average Likert response scores for each export stimulus item. Second, we further divide the exporting SME group into born-global SMEs (internationalize within three years after inception) and traditional exporter (internationalize after more than three years establishing 9 The three-point scale without a neutral scale follows the OECD (2012). This type of scale was more suitable for our study because in the pilot survey the respondents had difficulty with five-point and seven-point scales and showed a tendency to choose a neutral scale. 
Results

Main Export Stimuli Identification
for Entire Sample Table 4 shows the ranks of the 22 export stimuli items based on Likert-scale average response scores of the entire sample (N = 385). Overall, the main factor that stimulates SMEs to export is the presence of foreign buyers (S15). Many SMEs initially have no intention to export until they receive enquiries, demand or offer from (potential) foreign customers. The second and the fourth most important export stimuli are related the attractiveness of foreign markets (S1 and S2). SMEs' aspire to find new markets beyond their domestic market, especially foreign markets with large consumer bases and a high-income population. The third and the fifth most important export stimuli are related to SMEs' product quality, uniqueness, and their ability to innovate the product (S10 and S9). SMEs are motivated to export if they are confident that their products are competitive in the foreign markets. Table 4 also shows that the least important export stimulus is the overseas Indonesian emigrant communities (S14). This may indicate that, on the one hand, Indonesian business people have not utilized the Indonesian diaspora network to access foreign markets, while on the other hand Indonesian emigrant communities worldwide may not be strongly tied to their home country's business communities. The 2 nd least motivating factor to export is the government support. This suggests that the current export assistance is either of limited accessibility, inadequate or ineffective to enhance SMEs' export activities. Hence, various types of assistance provided by central, provincial and municipal governments agencies including promotional, business management, financial, production and grant assistance are not perceived as important export stimuli by SMEs. The 3 rd least important export stimulus is the limited domestic market. Put another way, SMEs' export activities are not driven by limited market for their products in the domestic market.
Export Stimuli and Export Stages
Further analysis is carried out to investigate whether export stimuli differs or shifts across SMEs' export stages. Accordingly, the surveyed SMEs are divided into two sub-samples by their export stages: aspiring-exporters (pre-export stage) and exporters (exporting stage). As such, export stimuli analysis is conducted for each sub-sample. Table 5 provides average Likert response scores and the ranks (inside the parentheses) of each export stimuli item perceived by aspiring-exporter group and exporter group. The results presented in Table 5 can be interpreted in at least in two different ways. One way of interpreting looks at the difference of the average Likert score given by the two SME groups for each item. The last column in Table 5 shows that exporters gave higher average Likert scores than aspiring-exporters on 19 export stimuli items, 12 of which are statistically significant at least at the 10% level. These results suggest that exporting SMEs are driven by stronger motivation to export than aspiring-exporters for the majority of export stimuli types.
Another way to interpret the results in Table 5 is by focusing on the ranks of importance of export stimuli item for each SME group. They can show whether the export activities of aspiringexporters (pre-export stage) and exporters (exporting stage) are motivated by different main export stimuli. Hence, we are interested in the numbers The Likert-scale ranges from 1 = not motivating, 2 = motivating to 3 = very motivating Source: Author's calculation based on the survey data in the parentheses (next to the average Likert response score) in the second and third columns, which indicate the ranks of importance of each export stimuli item for aspiring-exporters and exporters, respectively.
For example, the most important export stimulus for the aspiring-exporters is their aspiration to find new markets (S1), followed by the unsolicited order or enquiries from foreign buyers (S15) and their confidence on their product's quality and uniqueness (S10), respectively. Differently, the main export stimulus for the exporters is the enquiries or unsolicited order from foreign buyers (S15), followed by their confidence of the quality and uniqueness of their products (S10) and their aspiration to find large and high-income markets (S2). Hence, SMEs at the preexport stage (aspiring-exporters) are mainly stimulated to export because they intend to exploit new markets overseas whereas SMEs at the exporting stage (exporters) are motivated to sustain and expand their exports because of the presence of and the established relationships with foreign buyers.
Analogously, the results in Table 5 also show the least important export stimuli for both sub-samples. The least important export stimulus for the aspiringexporters is their managers' international exposure (S6), followed by the government support (S18) and the limited domestic market (S16), respectively. For the exporters, the least important stimulating factor is the overseas Indonesian emigrant communities (S14), followed by the Indonesian government support (S18) and the limited domestic market (S16), respectively. These results suggest that the owners or managers of aspiring-exporters have limited international exposure while the exporters, despite their success in penetrating foreign markets, still have limited business networking and connections with Indonesia diaspora communities in target markets.
Export Stimuli and Pathways of Internationalisation
Within exporting SME group (N=271), 190 SMEs reported that they took more than three years since inceptions to become exporter. These SMEs probably followed the traditional pathway of internationalization, in which they first establish their business in domestic market before venturing abroad. By contrast, there are 81 SMEs that begin exporting within less than three years from the onset. These SMEs may represent the international new venture (14) .005 0.864 Note: Equality of variances assumptions were checked with Levene's test (*), (**), and (***) represent 10%, 5%, and 1% significant levels, respectively Source: Author's calculation based on the survey data or born-global enterprises. We investigate whether these two groups of exporting SMEs with different pathways of internationalization are driven by different main export motivating factors. Table 6 draws a comparison of average Likert response score between the born-global SMEs and SMEs with traditional pathway of internationalization for each export stimulus item.
In Table 6 , the numbers in the parentheses (next to the average Likert response score) in the second and third columns indicate the ranks of importance of each export stimulus item for born global SMEs and the domestically established exporters, respectively. The results in the table show that both exporting SME groups are stimulated mainly by almost similar set of export stimuli items. The three main export stimuli for born-global SMEs are the presence of foreign buyers (S15), their aspiration to find new markets (S1) and their aspiration to find large and high-income markets (S2). For the traditional exporters, the three main export stimuli are the presence of foreign buyers (S15), confidence in their product's quality and uniqueness (S10) and their aspiration to find large and high-income markets (S2). Hence, both groups exhibit almost similar set of main export stimuli, with the only difference is that for born-global SMEs the aspiration to find new markets beyond domestic market is one among main drivers of internationalization while for the traditional exporters the confidence of the product's quality or uniqueness that they have developed is one of the most important export stimulating factors.
The two groups of exporting SMEs do not exhibit significant difference in the average Likert response score for the most of export stimuli item, except for '(S15) Foreign buyers' item which born global SMEs give significantly higher average Likert score than domestically established exporters. This implies that SMEs can internationalize early, within three years after the onset, simply because of the presence of unsolicited order or enquiries from foreign buyers. In other words, the interaction with foreign buyers is the main factor that distinguish born global SMEs and SMEs with traditional pathways of internationalization. 
Discussions
We now inspect whether the export stimuli of the entire sample exhibit similar pattern of most important and least important export stimuli with various subsamples. To do so, Table 7 shows the three main export stimuli items (based on Likert-scale average response scores) of the entire sample (N=385), the sub-samples of aspiring-exporters (N=114), exporters (N=271), domestically established exporters (N=190) and born-global SMEs (N=81). One export stimulus item consistently appears as the main export stimulating factor in all sub-samples: the presence of foreign buyers (S15). This reflects SMEs' risk aversion in exporting, thus many SMEs commence exporting activities after the presence of fortuitous foreign orders (Samiee, Walters & DuBois 1993 , Wiedersheim-Paul, Olson & Welch 1978 . It is also common that foreign buyers are actively seeking to purchase products and initiating transaction with SMEs.
Product's quality and uniqueness (S10) also consistently appears as one of the most important export stimuli, except for the born-global SMEs. SMEs' product quality, uniqueness, and their ability to innovate the product is crucial in SME internationalization. SMEs are strongly motivated to export if they are confident that their products are competitive in the foreign markets. In addition, owing to their small scale and non-automated production techniques, SMEs can manufacture a variety of small scale non-customized products or built-to-order products (Svensson & Barfod 2002 ).
Another common theme among the main export stimuli is SMEs' aspiration to expand their market base. SMEs aspire to find new markets ort exercise the opportunity in foreign markets beyond their domestic market (S1). SMEs also aspire to find foreign markets with large consumer bases and highincome population (S2), probably to find the highend customers for their products. Despite a large domestic population, Indonesia still falls within the lower middle income category (World Bank 2016) which may limit the domestic demand for SMEs' unique or artistic products. Table 8 shows the three least important export stimuli items (based on Likert-scale average response scores) of the entire sample and all sub-samples. One export stimulus item consistently appears as among the least important in all sub-samples: the government support (S18). This probably indicates that the current export assistance is either of lim- Emigrant communities (S14) also appears as one of the least export motivating factors in entire sample and all sub-samples, except for the aspiringexporters. The low importance of emigrant communities indicates that Indonesian business people have not utilized the Indonesian diaspora network to access foreign markets or that Indonesian emigrant communities worldwide are not strongly tied to their home country's business communities. This contrasts with the strong international social networking of other communities such as guanxi (China), kankei (Japan) and immak (Korea) that have played crucial roles in the internationalization of the firms in their respective countries (Zhou, Wu & Luo 2007).
Conclusions
Despite extensive extant literature on firm internationalization, only a handful pay attention on the export stimuli of small enterprises and no study addresses specifically the export stimuli of Indonesian SMEs. This present study has three objectives: (1) to identify the most and the least important factors stimulating SMEs to export; (2) to investigate the export stimuli of SMEs in different export stages (pre-export and exporting stages); and (3) to investigate the export stimuli of SMEs with different pathways of internationalization (traditional/domestically established exporters and born-global enterprises). This study also has two other contributions. First, we provide a list of specific export stimuli that encompasses the classifications proposed by previous studies, incorporating internal-external as well as proactive-reactive types of export stimuli. Second, we provide new evidences of SMEs export stimuli from Indonesia, an emerging market where SMEs have been adversely affected by the country's increasing engagement in trade liberalization.
We found that exporters exhibit higher average Likert score than aspiring-exporters for most of the export stimuli items. This reaffirms that export stimuli are crucial in driving the SMEs to venture abroad Within exporting SME group, we found that domestically-established exporters and born-global SMEs exhibit different set and order of importance of the main drivers of internationalization. We also found that the foreign buyers factor is significantly more important for born-global SMEs than for domestically established SMEs. In other words, the emergence of born-global SMEs in Indonesia is driven mainly by better exposure and connection with foreign business people.
The findings of our study have some academic and policy implications. At academic ground, since we found that the main export stimuli differ across export stages, we suggest the academic discourse on these areas of research depart from the debate over export stimuli typology towards the identification of specific export stimuli that SMEs encounter in various export stages (e.g. aspiring-exporters, new exporters, sporadic exporters and regular exporters). We also suggest more attention to be paid (S14) Emigrant communities (S14) Emigrant communities (S14) Emigrant communities Source: Author's calculation based on the survey data on the export stimuli of the born-global SMEs as they undertake non-traditional pathways of internationalization (i.e. having international orientation since inception).
For policy makers, we suggest that certain types of export assistance are appropriate for SMEs in general. First, SMEs require external assistance that can reduce the risk of exporting. This causes many SMEs to prefer waiting for the presence of foreign buyers instead of proactively explore export opportunities. Hence, the policy makers can increase assistance that allow SMEs to obtain contact, connection or exposure to potential foreign business partners. Alternatively, the policy makers can improve the support that can minimize the financial risk of exporting, such as export financing, export guarantee and export insurance.
Another type of assistance that are generally required by SMEs regardless of their export stages and their pathways of internationalization are those related to product development and product quality improvement and assurances.
However, different emphasis of target/destination market is required when dealing with SMEs in different export stages. For aspiring-exporters, the policy makers can supply the information regarding any potential foreign markets while the exporters can be directed to expand their export to large and high-income markets.
Our study, however, has some limitations and therefore further research on this topic is required. First, future studies should consider specifically assessing the impact of various types of governments' export assistance. Only by doing so the granular policy recommendations can be formulated. Second, we did not capture the variations in SMEs' export performances. The relationship between export performance and the export stimuli may provide a better understanding of the role of export stimuli in SMEs internationalization. Third, future studies can use cluster analysis to group the export stimuli by firm characteristics owner/manager characteristics, product type and location. Finally, evidence from other emerging markets are also required to complement our findings and thereby the conceptualization of SMEs export stimuli in emerging markets can be generalized.
